Abstract
generate emotional stimulation to satisfy oneself (Kang and Poaps, 2010; Bagyarta and Dharmayanti, 2014) . The benefit of the product or utilitarian value is also a consideration for the consumer in purchasing a product. Utilitarian value-oriented consumer behavior will select the product based on rational reasons (Hanzae and Rezaeyeh, 2013) . According to Kim (2006) , utilitarian value has two dimensions, namely efficiency and achievement. Efficiency is the needs of consumers in saving time and sources of funds, while achievement is the achievement of purchasing objectives by the finding of the products that have been planned previously. The customer value is the difference between the customer's evaluation of all benefits and all the costs of a particular offer with the other alternatives in mind (Kotler and Keller, 2009) . Research findings by Nejati and Moghaddam (2013) , Irani and Hanzaee, (2011) , Hanzaee and Rezaeyeh (2013) , Shintaro (2009) , and Ryu, et al (2010) stated that hedonic value and utilitarian value have a positive and significant influence on satisfaction and intention to buy, as well as repurchase intention. Customer value has not been much explored in previous studies in terms of influencing satisfaction and behavioral intention. Therefore, this research incorporates customer value in influencing satisfaction and behavioral intention. The customer value is based on the difference between what the customer earns and what is given for various possible options. Customer value is diverse because of the different norm factor in family, environment, purpose of life, future goals, and so on (Widiarso, 2011) .
Literature Review Hedonic Value
The hedonic value is based on the buying motivation from within the consumers' self because they like it, driven by the desire to achieve a form of pleasure, freedom, delusion, and escape from the problems. Hedonic consumption refers to the consumers needs of consuming a product to create a sense of fantasy, to generate sense-based feelings, and to produce emotional stimulation to satisfy themselves. The hedonic value is related to the fulfillment of pleasure or aesthetic aspects of a product (Blythe, 2005) . The hedonic value is a stimulus that selects the quality of the shopping environment in terms of perceived enjoyment, visual appeal, and the escapism (Subagio, 2011) . There are six dimensions to measure the hedonic level of a consumer, namely adventure, social, gratification, idea, role, and value shoppings (Kim, 2006) , as the followings: a. Adventure shopping. Consumers shop because of the experience as if they have their own world when they shop. b. Social shopping. Consumers assume that the pleasure in shopping will be created when consumers spend time with family or friends. c. Gratification shopping. Shopping is one alternative to reduce stress, overcome and forget problems of life. d. Idea shopping. Consumers shop to keep up with new fashion trends and to see new products or things. e. Role shopping. Consumers prefer to shop for others rather than for themselves so that they feel that shopping for others is a fun thing to do. f. Value shopping. Consumers think that shopping is a game when there is a price bargaining or when consumers are looking for a place that offers discounts, clearance sale, or low prices. Utilitarian Value Utilitarian value is a form of consumer attitudes where consumers shop by making purchases or not making purchases of products that have been determined rationally or based on their needs (Sari, 2014) . The perception of utilitarian value depends on something that the consumer can achieve from the consumption activity. The utilitarian value is the consumer's evaluation towards the functional attributes of a product (Blythe, 2005) . The utilitarian value is the impetus in a person to evaluate the motive in obtaining a quality product, and also efficiency of time and effort (Subagio, 2011) . Ailawadi, et al (2001) suggest that utilitarian benefits include saving, quality, and convenience benefits. These benefits help consumers to obtain optimal use of the product they purchases. However, customer satisfaction is a major factor in affecting purchase intensity and loyalty level. Consumer satisfaction is a consumer's response at a certain time after he/she likes the benefits of the product (Nejati and Moghaddam, 2013) . There are two dimensions of utilitarian value, i.e., efficiency and achievement. Efficiency is defined as the needs of consumers in saving time and resources (fund), while achievement is defined as the achievement of the shopping goals in the form of finding of the products that have been planned previously (Kim, 2006) . Customer Value Customer value is a thorough evaluation of the usefulness of a product based on consumer perceptions towards the amount of benefits to be received compared to the sacrifices made (Krisno and Samuel, 2013) . The customer value is the perception of the value where the company considers that the value in developing the product is in line with the customer expectation (Gaffar, 2008) . The value of the customer as a consumer's overall assessment of the utility of a product is based on the perception of what is received and what is given. Referring to Tjiptono (2006) , there are four dimensions of value as the followings: a. Emotional value, which is the utility derived from the feelings or the affective/positive emotions that result from consuming the product. b. Social value, which is the utility derived from the product's ability to improve the consumer's social-self concept. c. Quality/performance value, which is the utility derived from the perception of the expected performance of a product or service. d. Price/value of money, which is the utility derived from products due to the reduction of short-term cost and long-term cost. Satisfaction Customer satisfaction is the consumer's feeling after experiencing the performance of a company that matches his expectations (Kotler, 2008) . Satisfied customers tend to remain loyal, buy more, and less sensitive to price changes. Satisfaction is the response of consumers to the fulfillment of needs, which means that consumer evaluation towards a product provides the comfort level related to the fulfillment of needs, including the fulfillment of needs that are not as expected or fulfillment that exceeds expectations (Barnes, 2003) . Satisfaction is a behavioral response in the form of post-purchase evaluation of the appearance and performance of a product perceived by consumers compared to the wants, needs, and expectations towards the product. Satisfaction is strongly influenced by consumers' perceptions and expectations towards the product. The factors that affect satisfaction are services, equipment or facilities, employee education, and effective handling of consumers' complaints (Tjiptono, 2006) . According to Tjiptono (2006) , there are several methods that can be used to measure and monitor customer satisfaction as follows: a. Complaints and suggestion system.
Companies should give customers the opportunity to submit suggestions, opinions, and complaints. The mediums used include strategically placed suggestion box, direct comment cards or postcards, or providing a special telephone line. b. Customer satisfaction survey.
From the survey the company will get direct response and feedback. It is also a positive signal that the company is paying attention to its service. c. Ghost shopping.
This method is applied by hiring some people (ghost shoppers) to act as customers or potential buyers of the company's and competitors' products. Then, the ghost shopper conveys the strengths and weaknesses of the company's and competitors' product based on their experience in purchasing the product.
d. Cost customer analysis
This method is a bit unique as the company tries to contact its customers who have stopped buying or who have switched to other companies. Behavioral Intention Behavioral intention is a consumer's intention to behave in a certain way in order to own, dispose, and use the product. Consumers can form their intention to seek information, notify others of their experience with a product, buy a particular product, or dispose of a product in a certain way (Mowen and Minor, 2012) . Behavioral intention is the frequency of purchases or the proportion of total purchases from buyers who are loyal to a particular brand (Schiffman and Kanuk, 2010) . There are four dimensions of the behavioral intention, namely: word of mouth, price sensitivity, repeat purchasing, and customer loyalty (Parasuraman, et al. 2006) . Behavioral intention is an indication of someone willing to try and instill trust in the company so that it brings its own satisfaction. Behavioral intention is a proportion connected to the upcoming action (Olson and Peter, 2008 : Utilitarian value affects consumer behavioral intention through customer satisfaction. H10 : Customer value affects consumer behavioral intention through customer satisfaction.
Method

Population and Sample
Population is a collection of individuals, events, or other interesting things to be studied (Sekaran, 2006) . The population of this study is the consumers of Timlo Sastro Solo. This study uses non-probability sampling, because the population number is unknown. Using the convenience sampling technique, the sample of this research is consisted of 110 consumers of Timlo Sastro Solo. The sample is taken when the consumers making the purchase in Timlo Sastro Solo. Data Collecting Method Data of this study are primary data obtained directly from the respondents and secondary data obtained from the relevant literatures. Data collection is performed by distributing questionnaires to the respondents. The questionnaire consists of a list of determined questions and clearly defined alternative answers (Sekaran, 2006 Ferdinand (2014) The operational definitions of each research variable are the followings: 1. Hedonic value
The hedonic value is the overall evaluation of the consumer based on the fulfillment of pleasure. The indicators used are referring to Hanzae and Rezaeyeh's research (2013) , which consist of having good feelings, very pleasant, valuable experience, feeling joy, and liking a better place even though the price is higher than the others.
Utilitarian value
Utilitarian value is the selection of products made by consumers efficiently based on rational reasons. The indicators used are referring to Hanzae and Rezaeyeh's research (2013) , which consist of reasonable food prices, good taste of food, adequate food portions, a variety of menu options, and healthy food choices.
Customer value
Customer value is the result of a comparison between the overall benefits consumers perceive and the sacrifices they made. Indicators used are based on Jang's (2015) study, consisting of good quality, good taste, reasonably economical price, have a good reputation.
Satisfaction
Satisfaction is the consumer's response to the fulfillment of needs which means that the consumer's assessment of the product provides the level of comfort associated with the fulfillment of needs, including the fulfillment of needs that does not meet the expectations or fulfillment of needs that exceeds the expectations. The indicators used are referring to Hanzae and Rezaeyeh's (2013) research consisting of: very pleasant, not disappointing, happy mood, and feeling of comfort.
Behavioral intention
Behavioral intention is an indication of someone willing to try and instill trust toward the company that brings its own satisfaction. The indicators used are referring to Hanzae and Rezaeyeh's research (2013) consisting of: desire to revisit, recommending products to the others, frequent visits, and inviting others. 
Results and Discussion
Characteristics of Respondents
Goodness of Fit
The Goodness of Fit (GFI) test is used to observe whether the model with the required assumptions to be analyzed with SEM. The GFI test results are shown below. The structural model shows that the Chi-square value in the full model is 233,629. The CMIN/DF, TLI, CFI, and RMSEA values indicate that the model fits the required criteria, although the GFI, AGFI score is in marginal condition. So, it can be concluded that the model is fit and feasible to use.
Hypothesis Testing
Hypothesis testing using SEM is by analyzing the regression value (regression weight analysis). It is performed by analyzing the critical ratio (CR value > 1.96) and probability value (p < 0.05). The regression weights results are shown in the following table: From the results of hypothesis testing, it be can be explained as follows: Hedonic value, utilitarian value, and customer value affect consumer satisfaction 1. The effect of hedonic value on customer satisfaction There is a significant effect of hedonic value on consumer satisfaction as the obtained CR value is 2.064 > 1.96 and p value is 0.039 < 0.05. Thus, hypothesis 1 as accepted. These results support the research of Nejati and Moghaddam (2013) stating that hedonic value has a significant effect on satisfaction. The hedonic value is based on the buying motivation that arises from within the consumer's self because the consumer likes it and it is driven by the desire to achieve pleasure, freedom, delusion, and escape from problems. The implication of this research is that Timlo Sastro Solo needs to maintain the quality of its food taste to keep their consumers satisfied.
The effect of utilitarian value on consumer satisfaction
There is a significant effect of utilitarian value on consumer satisfaction as the obtained CR value is 2.233 > 1.96 and p value is 0.026 < 0.05. Thus, hypothesis 2 is accepted. The results of this study support the research of Irani and Hanzaee (2011), Hanzaee and Rezaeyeh (2013) , and Shintaro (2009) which stated that utilitarian value has a significant effect on consumer satisfaction. Utilitarian value-oriented consumers will choose products efficiently based on rational reasons. The implication of this research is that Timlo Sastro Solo needs to pay attention to consumer convenience by providing services that make their consumers happy and feel that purchasing in Timlo Sastro Solo is the right choice.
The effect of customer value on customer satisfaction
There is a significant influence of customer value on consumer satisfaction as the obtained CR value is 2.347 > 1.96 and p value is 0.019 < 0.05. Thus, hypothesis 3 is accepted. These results support the research of Christianto (2012) which shows that customer value affects customer satisfaction. The higher the value obtained, the more positive the customer value towards the purchased product. Conversely, the lower the value obtained, the more negative the customer value towards the purchased product. The implication of this research is that Timlo Sastro Solo needs to maintain the cleanliness of the dining area, arrange the layout of the dining area, improve the decoration of the dining area by providing comfortable tables and chairs, and sending signals to improve customer value.
Hedonic value, utilitarian value, and customer value affect behavioral intention 1. The effect of hedonic value on behavioral intention There is a significant effect of hedonic value on behavioral intention as the obtained value of CR is 2.329 > 1.96 and p value is 0.020 < 0.05. Thus, hypothesis 4 is accepted.
The results of this study support the research of Nejati and Moghaddam (2013) which states that the hedonic value affects the intention to buy. The implication of this research is that Timlo Sastro Solo should have good product quality so that consumers do not hesitate to make repurchase.
The effect of utilitarian value on behavioral intention
There is a significant effect of utilitarian value on behavioral intention as the obtained CR value is 2.029 > 1.96 and p value is 0.042 < 0.05. Therefore, hypothesis 5 is accepted. The results of this study support the research of Nejati and Moghaddam (2013) stating that the utilitarian value influences the desire to buy. The implication of this research is that Timlo Sastro Solo needs to increase the speed in serving the orders from its consumers.
The effect of customer value on behavioral intention
There is a significant effect of customer value on behavioral intention as the obtained CR value is 2.40 5 > 1.96 and p value is 0.016 < 0.05. Therefore, hypothesis 6 is accepted. The results of this study support the research of Christianto (2012) which shows that the customer value affects behavioral intention. The implication of this research is that Timlo Sastro Solo should understand the consumer behavior and create an attractive restaurant to be visited by consumers, such as by arranging a comfortable space as possible in order to provide a memorable room atmosphere for the visitors.
Consumer satisfaction affects behavioral intention
There is a significant effect of consumer satisfaction on behavioral intention as the obtained CR value is 2.316 > 1.96 and p value is 0.021 < 0.05. Thus, hypothesis 7 is accepted. These results support the research of Kartika (2012) stating that satisfaction has a significant effect on behavioral intention. The implication of this research is that Timlo Sastro Solo is expected to provide the convenience for the consumers in ordering food by making the ordering system faster so that consumers will feel comfort while waiting for the food. By minimizing the feeling of bored while waiting for the food, the consumer will be more satisfied in terms of food, time, and the cost they spent.
Hedonic value, utilitarian value, and customer value affect behavioral intention through customer satisfaction The magnitude of the effect of each latent variable directly (standardized direct effect) and indirectly (standardized indirect effect) and the total effect (standardized total effect) is described in Table 6 . The direct effect of hedonic value on consumer satisfaction is 0.292, the direct effect of utilitarian value on consumer satisfaction is 0.278, and the direct effect of customer value on consumer satisfaction is 0.394. The direct effect of hedonic value on behavioral intention is 0.294, the direct effect of utilitarian value on behavioral intention is 0.215, and the direct effect of customer value on behavioral intention is 0.376. Table 7 shows that there are no indirect effects of hedonic value, utilitarian value, and customer value on customer satisfaction, whereas the indirect effect of hedonic value on behavioral intention is 0.116, the indirect effect of utilitarian value on behavioral intention is equal to 0.111, and the indirect effect of customer value on behavioral intention is equal to 0.157. Table 8 shows that the effect of total hedonic value on consumer satisfaction is 0.292 (equal to direct effect), the effect of total utilitarian value on behavioral intention is 0.326 (equal to direct effect) and the effect of total customer value on consumer satisfaction is 0.394 (equal to direct effect), while the effect of total hedonic value on behavioral intention is 0.410, the effect of total utilitarian value on behavioral intention is 0.326, and the effect of total customer value on behavioral intention is 0.532. These findings suggest that hedonic value, utilitarian value, and customer value affect behavioral intention through consumer satisfaction. Thus, hypotheses 8, 9, and 10 are accepted. The results of this study support the research of Ryu, Han, and Jang (2010) stating that hedonic value and utilitarian value affect satisfaction and repurchase intention. The implication of this research is that Timlo Sastro Solo is expected to maintain the good image and the neat and the hygienic restaurant condition, provide new alternative menu, attractive room arrangement, and make sure that the consumers feel comfort so that they will revisit the restaurant in the future. Friendly and professional employees in providing services can also make consumers feel comfortable that will affect consumer's tendency to repurchase and recommend the product to others.
Conclusion
Referring to the results of the study, it can be concluded that hedonic value, utilitarian value, and customer value are important in encouraging consumers' behavioral intention. The hedonic value is based on purchasing motivation that arises from within the consumers' self because they like it, driven by the desire to achieve a form of pleasure. Therefore, Timlo Sastro Solo should maintain the quality of the food taste to satisfy its consumers. Utilitarian value-oriented consumers will choose products efficiently based on rational reasons. Timlo Sastro Solo should also pay attention to provide convenience to consumers by providing services that make them happy and feel that buying products in Timlo Sastro Solo is the right choice. The higher the value obtained, the more positive the customer value towards the product purchased. It is expected that Timlo Sastro Solo will keep maintaining its cleanliness, setting the attractive layout of the restaurant, improving the design of the dining area in order to keep consumers satisfied. Consumer satisfaction mediates the effect of hedonic value, utilitarian value, and customer value on behavioral intention. Timlo Sastro Solo should maintain the quality of the food taste, provide prompt service, maintain the cleanliness, and arrange the layout to improve customer value toward the restaurant so that the consumer satisfaction increased that will finally affect consumer re-purchase intention and recommendation to others.
